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Research Questions: Does the country of origin influence 

towards beer purchasing?  What are the  attitudes and 

perception towards beer consumption? 

 

Purpose:  The authors aim to explore the effect of COO towards beer purchasing 

behavior of Thai consumer. The research study examines the attitudes 

of Thai consumers in terms of the beer purchasing based on two 

aspects: foreign and domestic brands. 

 

Method:  Qualitative approach and quantitative approach was used in order to 

get the primary data. Questionnaire online were sent out 247 forms to 

the respondents and get the response 240 forms that could answers the 

question effectively. Interviews also were conducted with ten beer 

drinkers. Furthermore, several articles, researches, and literatures were 
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used to strengthen reliability of the paper and improve the validity as 

well. 

Conclusion:  Based on the study results, country of origin does not affect much in 

 buying decision in term of low-involvement products. Also 

country of origin showed that can influence consumer first purchasing 

activity. The research also portrayed when consumers have more 

knowledge or experience other cues such as price and taste have 

definitely effects in their buying decision more than Country of Origin 

factors. 

K ey words:  Country of origin, beer, perception, attitudes, buying decision 
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1. Introduction 

This Chapter presents a general overview of the research and current situation of the beer 

market in Thailand. Moreover, the authors presented background research, problem 

statement; purpose of study and the chosen research questions for the study.  

1.1 Background 

labels (Nagashima, 1970, 1977). Nowadays, the numbers of international trades have growth 

rapidly (WTO 2011) where consumers can choose foreign products ranging from food 

alternatives to automobiles.  

Meanwhile, foreign products can draw c  certain characteristics such as 

 On the other hand, when consumers 

evaluate a product, usually they seek for basic information cues (Olson and Jacoby 1972). 

Hence, basic information cues can be separated in two categories, which are intrinsic (e.g. 

taste, performance) and extrinsic (e.g., price, brand, country of origin) (Olson and Jacoby 

1972).  Therefore country of origin (COO) is one of these extrinsic cues.  

Accordingly, COO can affect consumers buying decision where consumers often use the 

country of origin as an indicator for acquiring indication to make inferences about products 

and their attributes (Evans et al., 2009, p. 299). In addition, most consumers make use of 

COO because at first glimpse when 

until the product is consumed.  Therefore, COO plays an important role in this aspect for 

consumers making use of (Lusk et al, 

2006).  

Meanwhile there are previous researches indicate how consumers always associate product 

quality with the COO (Hong and Wyer 1989,1990) (Klein, Ettenson, and Morris 1998). Thus, 

COO also has impact on product evaluations and purchasing decisions (Hong and Wyer, 

1989, 1990; Roth and Romeo, 1992, Han and Terpstra, 1988). Nevertheless, most of the 

studies found by the authors depicted high involvement products such as high performance 

cars, luxury products, and electronic goods.  
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On the other hand, low involvement product defines products which the consumers buy 

frequently and usually does not have much effe

products take less thought and effort when making a purchasing decision for this product 

category (Marketing Association of Australia and New Zealand, 2005).  Moreover, low-

involvement product basically refers to fast moving consumer goods (FMCG) such as 

toothpaste, shampoo and food (Evan et al., 2009).  Therefore, from these definitions author´s 

considered to develop a research study based on beer products.  

Furthermore, considering Thailand as the chosen country for this thesis, facts about beer 

shown that they are the most widely consumed alcoholic beverage for Thai people. 

According to Thai health (2011), beer consumption is about of total alcoholic 

beverage consumer.  Hence, The Excised tax department stated that the excise tax from 

alcohol beverage comes directly from beer consumption which portrays 59  approximately, 

which means it is worth , million baht (Thai health 2011).  

Therefore, beer has high value in the Thai alcoholic beverage industry where many producers 

want to get into this market in order to make sales and increase their market share in the Thai 

market. Thus, authors decided to choose beer and study COO of the brands product for the 

present research study.  

1.2 Beer Industry in Thailand 

Most of Thai beer is considered as Lager Beer which is characterized by the process  of  the  

yeast which settles at the bottom of the fermented rather than  having  floats on top  and it is 

fermented at cold temperatures, generally below 50°. (Beerutopia 2008) 

Meanwhile, beer industry in Thailand had growth rapidly since 1992 after Thai government 

deregulate for private sector. It required only Thai person or Thai juristic person has to own 

more than 50% of total shares. However, to invest in Beer industry required a large capital 

investment, so the total number of beer producers in Thailand is at only 13 and with only two 

big players which are Thai Beverage Public Company Limited and Boonrawd Brewery 

Company Limited. (Food Intelligence Center 2011) 

During 2006-2008 Thai beer producer produced beer around 2,000 million liter. However, in 

2009-2010 Thai beer industry slightly decreased because of the lifestyles of consumers were 

required higher costs of living especially when energy price increased, as well as, the politic 
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situation made people in Thailand moderate their daily life expenses (Food Intelligence 

Center 2011) In Figure 1, authors present the Thai market tendencies since 2004 to 2010 in 

markert value and quantity of beer consumption: 

 

F igure 1: Thai beer market 

Source:  Thai Asia Pacific B rewery, 2010 

 

Moreover, 2011 depicts Thai beer market value around 96,970 million Baht and its divided 

into three segments which are economy beer who has the largest segment with value of 

82,145 million Baht.  Followed by the segment of standard beer whose value portrays 7,895 

million Baht and lastly, the segment for premium beer with a volume at 6,930 million baht 

(Thai Asia Pacific, 2010). The following Figure 2 shows the three segments of Thai beer 

market; 

 

F igure 2: Thai beer market segment 

Source: Thai Asia Pacific B rewery, 2010 
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1.3 Research Motive 

First of all, beer is considered as one of the big beverage industry having a market value of 

approximately around 100,000 million baht (3,300 Million US Dollar). In addition, beer 

leaders and producers Boonrawd Breweries Co. and Thai Asia Pacific Brewery Co. (Food 

Industry Thailand 2011) as well as foreign beer brands are competing in Thai market in order 

to raise their position and increase market share in the beer industry.  Therefore studying the 

consumer attitudes and the effect of COO in purchasing decisions; authors aim to investigate 

the importance of including COO when studying consumer behavior in low involvement 

products.  In addition, authors reviewed previous studies which demonstrated how consumers 

apply COO as an attribute during product evaluation before purchasing action. However, 

studies centered on high involvement products.  For this reason authors aimed to include a 

particular study referring to the importance of COO effects in consumers for low-

involvement products portraying beer products in the Thai market, the reason stated before is 

given with market facts showing the importance of studying consumer patterns in purchasing 

behavior as well as the importance of COO effects in low-involvement products.  Hence 

evaluate the attitudes and perception of Thai consumers towards beer consumption. 

 

1.4 Research questions 

Considering that Thai beer market is gaining international recognition and beer consumption 

is registering increase in the market, authors considered to evaluate consumer´s attitudes and 

how do COO affects buying decision for the Thai market.  Therefore, authors considered 

valuable to use COO theories and investigate the COO influences on Thai consumers. Thus, 

evaluate their attitudes and perception towards beer purchasing. Authors presented the 

suggested research questions formulated for this study is shown bellow; 

 Does the country of origin influence s beer 

purchasing?  

 attitudes and perception towards foreign beer consumption? 
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1.5 Purpose 

 Identify the effect of COO towards beer purchasing behavior of Thai consumers 

 Evaluate the attitudes and perception of Thai consumers in terms of the purchase of 

beer: foreign brand and domestic brand 

1.6 Target audience 

Authors research study includes how COO influence 

 who want to study about the effect of COO 

in beer consumption in Thailand, marketers of local and imported beer actors that can be 

applied to target Thai consumers into promotions activities in order to boost sales and provide 

guidelines based on COO model to get an insight,  based on the attitudes of consumers 

the image is weak to improve other attributes of the product to make it attractive for beer 

consumers.  Thus, authors intent to use this study to guide marketers into having a 

perspective about Thai beer consumers.  Furthermore, authors suggested how beer firms can 

decide to adjust their branding strategies, such as adopting or acquiring the brand that is 

associated with a country that has a favorable image.  
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2.  Theoretical F ramework 

Throughout this chapter authors included theoretical about consumer behavior, attitude, 

perception and country of origin effects. Also, this chapter provides the chosen theories that 

were needed to develop the conceptual framework final model for the research study. 

 

2.1 Consume behavior 

Consumer behavior is the sequence of a process of consumers ying behavior towards a 

product (Hoyer and Maclnnis, 2000). Meanwhile, the study of consumer behavior refers of 

how people make their decisions spending resources such as time and money in their own 

consumption. (Schiffman and Kanuk, 2000)  

According to, Schiffman and Kanuk (2000) noted that consumer behavior is a study of 

psychological, sociological, social, psychological cultural and economic. The 

psychological is an important core in consumer behavior because it usually affects on 

consumer decision making process. It also ing 

information. (Schiffman and Kanuk, 2000) 

Meanwhile, Hoyer and Wayer (2007) defined consumer behavior as the process of consumer 

purchase of goods and service to satisfy of their needs and wants (Hoyer and Walter, 2007). 

Furthermore, as well as cited by Peter, Olsen and Grunert (1999) they identify the meaning of 

consumer behavior a raction of affect, cognition and behavior by which 

human being conduct the exchange  Grunert, 1999 

P.7). Therefore, authors conclude the definition of consumer behavior as a process for 

performing behavior which is located psychologically in any individual when selecting a 

product and service to satisfy their needs. 

Hoyer and Maclnnis (2007), stated that there are four domains that can effects in consumer 

behavior in decision making  which are psychological core, the process of decision making, 

the consumer culture and consumer behavior outcome. Thus, Psychological core is an 

important core in consumer behavior. While the consumers make a decision, they primarily 

think about psychological core which can affect buying a 

product. On the other hand, the process of decision making is the process which occurs when 

the consumers decide to buy a product, surround environment can affect in this decision 



The country-of-origin influences beer purchasing 

Purit  R. (Prn10001) and Pattanee C . (Pct10001) 
!

   Mälardalen Högskolan: E F O705 Master Thesis                                                                  * 
!

making process such as age, gender, family and friends. Furthermore, consumer cultural 

refers to social norm, ideas and group of people who have ability to influence the consumer 

behavior into making buying decision. Consumer behavior outcome is relating with the three 

domains above which lastly affects in consumer behavior outcome. (Hoyer and 

Maclnnis,2007) 

2.2 Consumer behavior in decision making process 

Consumer behavior is the sequence of the  action 

in searching for information, evaluating and purchasing decision (Schiffman and 

Kanuk,2000) Shiffman and Kanuk,2000 present a simple decision making plan when the 

customers make a decision in their consumption. 

Prior to customers , there are various factors involved which affect their buying 

decision .There are three major components  in decision making process model which are 

input, process, and output (Schiffman and Kanuk, 2000) 

 

                          F igure 3: Simple model of consumer decision making 

Source: Schiffman and K anuk (2000) 
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In the input section, the consumers rely on external influences. These external influences are 

consisted of marketing mix activities and sociocultural influences (Schiffman and 

Kanuk,2000). 

Marketing inputs are marketing activities which the consumers are persuaded to buy a 

product or service. Marketers use marketing mix strategies which are price, place, product , 

channel and package, size, guarantee, advertisement, product to influence the consumers. 

(Schiffman and Kanuk, 2000). 

 

Socio-cultural inputs are the inferior motivation that can influence decision making of 

consumer such as family and friends. Moreover, social class, culture and subculture can 

affect consumer product evaluation in either acceptance or rejection. For example, one of the 

bad 

experience toward this product (Schiffman and Kanuk, 2000). 

 

In the process section, it is a progression of consumer while they are making a decision and 

understanding a product

decision which are need recognition, repurchase search and evaluation of alternatives 

(Schiffman and Kanuk, 2000). On the other hand, Need recognition is an initial step in a 

decision making process. The consumers recognize a problem. Later it leads to the need for 

buying which can solve the problem (Schiffman and Kanuk, 2000). Thus, the need can occur 

from internal and external stimuli (Kotler,2003). Also, Problem recognition consists of two 

types. Firstly, it is an actual state which consumers recognize a problem when the current 

product they are using cannot satisfy them. Secondly, it is called desired state, which refers to 

a situation when consumer desire for something new (Schiffman and Kanuk, 2000). 

 

Pre purchase search occurs when the consumer found the problem and they are likely to 

search for more information of a product and try to solve a problem. As a result, the attributes 

of the product are perceived and analyzed (Antonide and Raaij,1998). There are two 

components of information search which are internal and external serach. 

Internal search occurs when the consumer usually buy and have a experience through a 

product (Schiffman and Kanuk, 2000). 
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External search occurs when the consumers have their own knowledge and experience of a 

product. There are many kinds of external information source, for example, salespeople, 

advertising and social sources (friend, relatives and colleagues) (Antonides and Raaij,1998). 

Evaluation of alternative occurs when the consumer gain information for various ways, then 

they compare to choose the best alternative choice (Antonides and Raaij,1998).  

 

Consumers gain two types of knowledge when evaluating a certain product before making a 

decision. Firstly, consumers normally list brands that they are familiar with or have 

recognized. The list of brand is usually three to five brands that consumer will considered. 

(Evan, et al.,2009).  Secondly, consumers evaluate a product by product criterion, for 

example price, design and package As the results, the alternatives from both sets are 

evaluated to get the best outcome which finally solves the problem that consumers have 

recognized. (Schiffman and Kanuk, 2000). 

 

In the output section, it is the final decision making process which consists of purchase 

behavior and post purchase evaluation. Hence, Purchase behavior in this process can drive 

consumers After the consumers have 

evaluated the product, as a final point, they decide to purchase a product (Evan et al., 2009).  

Moreover, Shiffman and Kanuk,2000 identify the consumer purchase in to two types which 

are trial purchase and repurchase. Trial purchase occurs when the consumer try a new product 

and attempt to evaluate them after their use. While, post purchase refers to the evaluation 

process after purchase. It also relates to the response on the purchase action after the 

consumers have used a product (Evan et al.,2009). If the consumers are satisfied, there are 

more chances for consumer loyalty to occur. This process also evaluate whether the purchase 

is beyond the  or not (Schiffman and Kanuk, 2000). 

2.3 Consumer perception 

Perception is a process of consumer  selecting, organizing and interpreting which is 

stimulated individually (Evan et al.,2010). Moreover, as cited by Schiffman and Kanuk, 2000 

p.122, ing the organized and interpreted stimuli into 

meaning and 

to study regarding consumer behavior (Antonides and Raiij,1998).  
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Meanwhile perception occurs when consumers stimulate in five senses which are vision, 

hearing, taste, smelling and touch. On the other hand, in food beverage industry, marketer 

should consider taste perception as the most important factor. For example, the taste of a 

certain kind of food is good for one person but not so good for another. Because of the 

difference in cultures and backgrounds, it leads to the difference in taste preference. As a 

result, not only the consumer perspective that the marketer should concern about but also 

they should try to understand to two major factors of consumer perception while choosing a 

products. The first factor come from consumer experience and the second factor is from 

 which are need, desire and interest.(Hoyer and Malclnnis,2007) 

2.4 Attitudes 

Attitudes occur when the consumers evaluate a product after a learning process. They usually 

response in like or dislike approach towards the product (Evan et al.,2009). Moreover, 

Antonides and Raaij,1998 define attitude as a predisposition to evaluated and stimulated a 

product and affects consumer like or dislike. Attitude can be developed from a direct 

experience in using the product which affects purchasing behavior (Schiffman and Kanuk, 

2000). As a result, the authors g

which can be expressed in either positive or negative ways towards a product and brand. 

There are three major components that can influence consumers attitude which are cognitive, 

affective and behavioral.(Hoye and Malnnis,2007). 

A cognitive or belief component occurs when consumers have knowledge or perception from 

their direct experience with a product. Consumers likely relate this information source into 

individual perspective which later becomes belief and reality towards a product 

(Schiffman&Kanuk,2000). 

An affective or feeling component consists of the personal feeling and emotion towards a 

product. This emotion and feeling can affect the consumer in evaluating a product which can 

be expressed in positive or negative way. (Schiffman and Kanuk,2000). 

A behavioral or Conative component refers to responses toward a product after the 

consumers have evaluated it. They react how they know and feel about it(Evan et al.,2009). 

 

 Function of attitude Function of attitude is an effective strategy to change consumer 

attitude towards a product and brand. It consists of utilitarian function, ego-defensive 
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function, value-expressive function and knowledge function (Schiffman and Kanuk, 

2000). 

 U tilitarian function refers to the response of the consumers in products. The 

consumers evaluate the product and The attitude is developed in either satisfied or 

ime in purchasing the 

same kind of product. (Schiffman and Kanuk, 2000). 

 Value expressive function reflects on a consumer lifestyle which can express 

. Consumers form the attitude 

towards a product not only from the benefit gained but also how the product 

represents them. The positive attitude is developed when the product can truly signify 

 (Schiffman and Kanuk, 

2000). 

 Knowledge function occurs when consumers seek to know a new product. The attitude 

is developed by the relevant and useful information that the consumers gain in their 

everyday life. (Schiffman and Kanuk, 2000). 

 Ego- defensive function occurs when the consumers want to change others

and protect their self-image. For example, consumers use cosmetic make up to make 

them feel more confident.(Schiffman and Kanuk,2000) 

2.5  C O O definition 

d 

Nes, 1982; Han and Terpstra, 1988). I

labels (Nagashima, 1970, 1977). While the international trades are developing and the 

assembly of the products in the third country is widely adopted, it is getting more difficult to 

define the COO. This effect has blurred the accuracy and/or validity of COO (Baker and 

Michie, 1995; Baughn and Yaprak, 1993). Some manufacturers are originated in one country 

but their products are produced in some other countries due to the cheap labor cost and other 

factors. COO examples are such as Toyota, Honda and Casio are originated from Japan; Audi 

and Mercedes-Benz are German; Louis Vuitton and Chanel are French made; Apple and Polo 

Ralph Laurent are from the USA. To concluded, the authors define COO as the country 

where the product or brand is primary originated not where it is actually produced. 
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 2.5.1 Coo effects perception 

COO is important in the consumer evaluation process. Meanwhile, it is alsoimportant cues 

that influence consumers  perception, consumer  

buying intention (Lampert and Jaffe,1997). Some researchersbelieve that COO can affect in 

overall perception of a country in a product line (Nagashima,1997). On the other hand, some 

researchers have found that COO is just one of the various factors that may affect in 

such as price (Ettenson et al., 1988; Head, 1988). Consumers use COO as informationcues 

toevaluate a product quality (Han,1989). Moreover, COO acts as cues to represent the 

country image which leads to perceivedproduct attributes (Hong and Wyer, 1989; Bilkey and 

Nes, 1982). For example, some researchers found that consumers perceive Japanese made 

productsare better that US made products. Since Japan is an industrial country where various 

innovative products are produced. 

2.5.2 C O O and product evaluation 

decision making and the combination of the background knowledge of the product as well as 

information cues. A cue refers to any information which is able to be reached by consumers 

prior to the consumption (Monroe and Krishnan, 1985). These cues can be either intrinsic or 

extrinsic cues. Intrinsic cues are defined as a physical attribute of a product which can easily 

be seen or perceived such as quality, taste and design. It is very important for customers to 

find some intrinsic cues when making a product evaluation on low involvement products 

(Zeithaml, 1988). Extrinsic cues refer to other elements which are not physical such as brand, 

price and COO (Jacoby and Olson, 1977). Brand and price are also significant factors that 

uation when they make a buying decision. Moreover, 

several studies found that consumers with more knowledge in a product rely on extrinsic than 

intrinsic cues (Han, 1989).COO acts as an information cue in helping consumers to indentify 

es such as  quality and reliability which further leads to purchasing 

decision.  (Evan et al., 2009) Besides, some researchers have shown that consumers around 

the world use COO in product evaluation (Bilkey and Nes, 1982; Hong and Wyer, 1989; 

Maheswaran, 1994; Okechuku and Onyemah, 1999; Supanvanij and Amine, 2000). While, 
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some researchers found that Saudi Arabia consumers concern more on price and quality than 

COO in the product evaluation (Al-Hammand,1988). 

 

Han and Terpstra, 1988 found that COO can affect consumer perception of product quality. A 

research in Chinese consumers found that Chinese people pay much more attention in COO 

when they purchase wine products (Balestrini, 2006). Thus, Hong and Wyer (1989) have 

concluded that COO always come in the t

or negative effects towards the product evaluation, while consumers use other information 

attribute evaluation when consumers are unfamiliar with a product which also affects the 

believe that all Japanese automobiles are reliable and good quality (Maheswaran, 1994).  

However, Maheswaran (1994) argues that using COO when making products evaluation 

represents a less accurate judgment which only bases on a knowledge structure of a criterion. 

Kaynak and Cavusgil (1983) found that there are possibilities that country quality perceptions 

vary depending on product category.  For example, consumers perceived that Japanese 

electronic products are high in quality while Japanese food products are determined to have 

lower quality 

 

2.5.3 C O O and purchasing intention 

When making a purchase, consumers face decisions in regard to the product itself, its 

purchase, and the intended usage. Among the many factors that influence purchase and 

consumption are its COO and it conspicuousness. (Piron 2000). Consumers often use the 

COO as an information cue to make inferences about products and their attribute especially 

quality and reliability. (Evans et al., 2009). As COO is one of extrinsic cues which can be the 

factor that effect customer buying decision, many researchers examined COO effects on 

product evaluations (Li and Wyer 1994; Maheswaran 1994). Furthermore, research have 

shown that consumers usually use COO to determine the quality of the products such as 

which the COO is cred

process may include self-perception and desire to match self and product images. The COO 



The country-of-origin influences beer purchasing 

Purit  R. (Prn10001) and Pattanee C . (Pct10001) 
!

   Mälardalen Högskolan: E F O705 Master Thesis                                                                  $' 
!

through product attribute rating. 

Moreover, it confirmed that  

decisions, but this cue can be superseded by product knowledge (i.e. quality and reliability) 

and/or brand image (Piron 2000). Several studies which focus on European or USA have 

indicated that local products are more favorably assessed even when there are no differences 

between the products and that locally made products have the tendency to be selected by 

consumers over foreign products if they compare favorably on all attributes(Bilkey and Nes, 

1982; Han and Terpstra, 1988)  

Nevertheless, it is possible that consumer ethnocentrism will chose the domestic product over 

foreign product (Shimp and Sharma, 1987) Wang and Lamb (1980) founded that consumers 

in developed countries tend to prefer their own country product first, followed by products 

from other develop countries, and the last are products from less develop countries. It can 

infer that when consumer ethnocentrism is strong, consumer will take COO into 

consideration. 
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2.6 Conceptual framework Model 

 

F igure 4: Conceptual framework model 

Source: Own illustration 

In order to study the research topic, answer research question and accomplish the aim of the 

study, authors developed a conceptual framework based on the literature review: 

From the literature review we know, that before customers purchase goods the customers will 

use extrinsic cues when evaluate the low involvement product. COO is one of the extrinsic 

cues. It can effect consumer perception, attitude. Moreover, from the literature review 

consumers used COO to evaluate the products before purchasing it. The idea of the research 

was not only identify attitude toward beer from different countries, but also to perceive the 

effects of COO . 

 

 

 

 

 

COO 

Perception Attitude Product evaluation 

Purchasing 
Intention 
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3. Methodology 

This chapter includes the research study methodology which was conducted in quantitative 

and qualitative data with online survey and interview to Thai consumers. The authors 

explained the choice of topic, research design, and choice of respondents, data collection and 

the way data analysis was performed. Thus, the thesis includes validity, reliability and the 

limitations of the research study. 

3.1 Choice of topic 

First of all, when selecting the topic on 

buying decision toward beer purchasing authors consider the importance about foreign beers 

and their competitive market worldwide. For instance, Heineken as well as many German 

beers. Authors also wondered about the reason of how recognize and perceived are the 

international beer brands in Thailand, enhancing the fact that Thai beer is still the market 

leader. Therefore authors thought about questions of how much do beer consumers take into 

consideration the country of origin before purchasing beer.   

Meanwhile, authors also considered this topic regarding the popularity of COO in Thai´s 

consumers purchasing decisions.  Authors have the example depicting products produced in 

China, instantly Thai consumers would have bad attitude or do not want to buy them. 

However when products are produced in Europe, the attitudes are more positive. Therefore, 

besides the authors interested on the topic, the investigation relied on the COO of Thai 

consumers buying decision of beer purchasing and their attitudes towards the beer choices.  

3.2 Research design 

Research design can provide a plan or a framework for data collection and its analysis 

(Ghauri & Grønhaug, 2010, p.54). In this research the authors mostly focused on qualitative 

methods since our aim to gather an in-depth understanding of buying decision.  The effect of 

collected via questionnaires, will be elaborated in order to make more visible and 

comprehensible connectivity with the qualitative data collected through the interview. Using 

both type of research can help this research more reliable. 

 



The country-of-origin influences beer purchasing 

Purit  R. (Prn10001) and Pattanee C . (Pct10001) 
!

   Mälardalen Högskolan: E F O705 Master Thesis                                                                  $* 
!

3.1.1.2 Choice of respondents 

According to National statistical of Thailand (2010), the populations in Thailand as of 

December 2010 are 63,878,267, the population in Bangkok are 5,701,394 which is 

8.93%from total population in Thailand. Bangkok is ranking 1st  in population number in 

Thailand. Moreover, Bangkok is the capital of Thailand and largest urban area in Thailand. It 

is the country's principal political, cultural, commercial, industrial, and transportation center. 

Authors assumed that living in Bangkok have a chance to access variety of beer more than 

other provinces. Therefore, the respondents who live in Bangkok were chosen. 

According to Figure 5, the number of population who drink alcohol the most was the age 

between 35-39, age 40-44 rank 2nd, and 3rd rank was age 30-34. Therefore, the appropriate 

respondents should be in from the 1st rank to 3rd rank which are age 30  44. However, due to 

the limitation of the authors networks, it was difficult to find the respondents age 40-44. 

Then, authors decided to chose the respondents from age between 25-29 instead of 40-44. 

Moreover, people around this age would have the experience about drinking beer more than 

the fresh graduate as they are older and have more income to buy more expensive beer. For 

these reason, this particularly group can be good representative to explore the study. 

Therefore, the authors decided to interview 10 beer drinkers who aged around 25-39 choosing 

from authors network. For the questionnaire, the authors distributed 244 questionnaires to the 

same age respondents. 

 

 

http://en.wikipedia.org/wiki/Urban_area
http://en.wikipedia.org/wiki/Political
http://en.wikipedia.org/wiki/Cultural
http://en.wikipedia.org/wiki/Commerce
http://en.wikipedia.org/wiki/Industry
http://en.wikipedia.org/wiki/Transportation
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F igure 5:  Number of population who currently alcoholic drinking by age group in 

Thailand 

Source: National statistical of Thailand (2007) 

 

3.1 Data collection 

In this research process, the primary data and secondary data are utilized in order to get the 

methodology used on the data 

gathering process is as follows: 

3.1.1 Primary data 

The authors chose both interview and questionnaire survey in order to obtain primary data. 

Having both methods of data collection helped the authors to get more accurate data and 

made the research more reliable 

The use of interview helped authors to gather valid and reliable data relevant to the research 

question and objectives (Saunders et al., 2009, p. 318). Moreover, personal interview can be 

referred to collection of data by asking those who have experienced a particular phenomenon 

to explain it to researcher. Then, this method helps the researcher to generalize the results and 

test theories (Ghauri & Grønhaug, 2010, p.117). 

The survey is considered as an effective tool to get opinions attitude and descriptions as well 

as for capturing cause-and-effect relationships (Ghauri & Grønhaug, 2010, p. 118). 
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3.1.1.1 Interview 

As this research intended to investigate consumer attitudes, perception and how the country 

of origin influenced the purchasing decision, the in-depth and open interview will be the 

method for data collection to gain the consumer insight most effectively. In order to select the 

prospective respondents, the authors searched from their network. Authors screened their 

friends or people whom we known and listed name of the potential respondents who always 

consume beer in order to get the accurate result. 10 respondents were chosen from the target 

population. 

However, the distance between the respondents and authors is a limitation. The respondents 

lived in Bangkok while authors were in Sweden. Therefore, authors chose telephone 

interview to interview the respondents. The interview questions are contained in Appendix 1. 

It was separated into 4 parts. 

The first part is demographics. This type of question aim to explore the background of the 

participants briefly. Moreover, some of information can be use in analyzed parts for example 

the participant who has more income may drink more foreign beer and has more knowledge 

about it. 

The second part is behavior. The questions in the behavior part aimed to explore the beer 

consumption of participants as well as some of the questions are the general information 

about their behavior. 

The third part is perception and attitude. The questions aimed to explore the participants

attitude and perception about foreign beer and also COO of beer. 

 

3.1.1.2 Survey 

The survey is considered as an effective tool to get opinions attitude and descriptions as well 

as for capturing cause-and-effect relationships (Ghauri & Grønhaug, 2010, p. 118). 

Therefore, authors chose questionnaire in order to obtain primary data. The questionnaire was 

a combination of qualitative and quantitative data. 

 Sample Design 

 

 Sample size 
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According to National statistical of Thailand (2010), the population in Bangkok as of 

December, 2010 is 5,701,394 The size of sample needed depends in part on the size of 

margin of error the researcher is prepared to accept and the size of total population, which we 

are going to take the sample (Fisher, 2007, p.189). According to the estimating margin of 

error on sample survey results for 1 to 10 million populations, the total number of 

questionnaires with +/- 5 percent margin of error accepted is 384 respondents (Fisher, 2007, 

p.190).  However, the authors decided to distribute 247 questionnaires due to the limitation of 

time for conduct the survey. Moreover, this questionnaire was not a random questionnaire 

and the authors also used qualitative interview in order to collect the data. Then, the 200 

questionnaires can be supported the interview. Furthermore, the online questionnaire was 

made via Google Spreadsheets program used for making the questionnaires and get faster 

responses.  

 Questionnaire design 

 

As the target group was Thai, the questionnaire was made in Thai in order to collect the data 

and then translated to English. The questionnaire is divided into three parts as following. 

 

Part 1 

 

This part was about beer consumption behavior since the researcher would like to investigate 

the beer consumption habit. The question in this part will use the combination of checklist, 

multiple choice and ranking question. 

 

Part 2 

This part consisted of attitude toward beer which contains both domestic and foreign beer. 

Moreover, the customer perspective of beer in each country will be explored especially in 

dimension of price, quality and taste. The question asked about what they think about beer 

from different country in term of price, quality, taste and also about different beer brands. 

The question in this part was structured by using the Likert scale method which is commonly 

used to ask people about their opinions and attitudes (Fisher 2007, p.195). 
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For the country of brand that the authors chose, Japan was chosen because of there are many 

Japanese restaurants in Bangkok and Asahi is available in some restaurants.  Moreover, Asahi 

was also available in Bangkok Beer festival. (DiscoverThailand 2011) As Thai beer became 

rank 1st in Thai beer market share, so Thailand and Thai beer has been chosen for the 

interview and questionnaire. In Bangkok, there are some UK brew pubs for example the 

Londoner brew pub, therefore UK were selected. (The Londoner 2011) Guinness beer was 

chosen as it has been recognized among consumer as one of the famous black beer in the 

world. Belgium was chosen in this survey because they produced many well-known brands 

such as Stella Artois, Hoegaarden. Moreover, from authors experience Hoegaarden are 

become more popular brand beer in Thailand as it can be found it the good pubs and 

restaurants. Authors picked USA in the questionnaire because USA is number one beer 

producer in the world.  (European beer statistics 2010). Budweiser was selected by author 

because it could found in supermarket in Thailand such as Tops, Foodland. Germany was 

selected because it is well known as the country of beer. Beck was selected as it was rank 2nd  

in the beer world market (Siamturakij 2011). The Netherlands was selected because Heineken 

which is a market leader of premium beer in Thailand is dutch brand. 

 

Part 3 

 

The last part of the questionnaire is demographic question. Fisher stated that if the 

researchers are going to ask for demographic information about the respondent, they should 

ask for it at the end of the questionnaire because people are more likely to answer the 

personal questions if they have already invested time and effort in completing the rest of the 

questionnaire (Fisher 2007, p

age, gender, income, and level of education. These questions help the authors to segmentation 

and understand the relationship with other factors in the other part. 

 

3.1.2 Secondary data 

According to Fisher (2007), the advantage of searching for journal articles and papers by 

using electronic library resources is that it takes much less time. The authors searched the 

literatures through different reliable sources, mainly from Mälardalen University databases 

(Emerald) as well as Google scholar website, which provide many journals relevant to our 

http://en.wikipedia.org/wiki/Stella_Artois
http://en.wikipedia.org/wiki/Hoegaarden
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Mälardalen University Library. 

 

3.2 Data analysis 

For the questionnaire, the information in the first part concerned beer consumption behavior. 

The descriptive statistics such as frequency and percentage  was used to analyze the data in 

this part. 

The data from the second part is about consumer attitude toward been. The mean will be used 

in this part, as we want to investigate the consumer attitude and perception of beer from 

different country. Regarding the last part, demographic will not be analyzed. It was presented 

as descriptive statistic to show general information of the respondents. 

Statistical Package for Social Science (SPSS) was used to summarize all data as numeric 

information 

For interview, as qualitative data based on meaning expressed through world, the interviews 

were recorded and transcribed for the analysis. List or codes that represent themes which was 

created by analytical approach could be identified in the template analysis. 

3.3 Validity and Reliability 

The information provided in the research should be meaningful; this is a subject of validity. 

Concepts employed in particular study represent research material; conclusions and 

interpretations were drawn carefully and logically from the research empirical data. 

Appropriate research technique  survey was employed, so that authors as well as readers 

were sure that results and conclusions reliably and fairly represent subject being investigated. 

(Fisher, 2007, pp. 294-295) 

The main objective of reliability is to reduce the errors and biases in the study. The other 

researcher should be able to achieve the same results if he/she followed the same procedures 

and if he/she applied the same research method as authors. To make that possible, authors 

documented and wrote down the procedures and steps that they followed during the research 



The country-of-origin influences beer purchasing 

Purit  R. (Prn10001) and Pattanee C . (Pct10001) 
!

   Mälardalen Högskolan: E F O705 Master Thesis                                                                  %& 
!

process. Research protocol was not constructed, but authors were clear on all the steps of the 

research process, which were presented in the preceding paragraphs. 

For qualitative research Ghauri and Grønhaug (2010) indicated that the key purpose of 

measurement for reliability of result and evaluation for exploratory/qualitative research is to 

(Ghauri & Grønhaug , 2010). The researcher should be able to demonstrate the 

validity of the findings and should report the questions, responses, inferences made and what 

support these inferences (Ghauri & Grønhaug , 2010). Moreover Fisher underlined that the 

researchers who are taking exploratory research should not conduct their research in ways 

that do not presume to know what they will discover (Fisher 2007). The research was 

conducted by following the suggestions given by Ghauri and Grønhaug (2010) and Fisher 

(2007). The literatures and data collected, the methodology, and analyzing data were based 

on the criteria proposed from Ghauri and Grønhaug (2010) and Fisher (2007). 

 

3.4 L imitation 

First of all sample size does not represent the whole population of Thailand for this study. 

This research focused on Thai people who were between 25-39 years old that could helped to 

check the consumer behavior patterns about their attitudes towards local and imported beers.   

Additionally, authors had time constraints 

the 

authors could not distributed surveys to more respondents. However, this study intended to 

apply two research methods to enhance the value of the empirical results. 
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4. Empirical Results 

In this chapter the finding of data will be presented by using the methodology stated in the 

previous chapter. The authors divided the finding part into three sections which are 

respondents , consumer behavior towards beer, and beer perception 

towards country of origin and motivation towards buying decision. 

4.1 Respondents  general Information 

4.1.1 Questionnaire respondent rate 

The authors sent out 247 questionnaires and there were 240 respondents who have completed 

the questionnaire. The other seven respondents have not completed the whole questionnaires. 

4. eneral information 

 

Table 1: General information of respondents.  

Source: Own Table 
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4.1.3 Interview Results  

 R eneral information 

 

Table 2:  General profile of interviewees.  

Source: Own Table 

The authors arranged ten in-depth interviews with ten respondents who love to drink alcohol 

beverage and also have experiences in many beer brands. The main reason is to search for 

the respondents have age range between 25-30 years old. The interview respondents mostly 

have b hree out of ten respondents have 

graduated m THB 

20,000-35,000. 
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4.1.4 R analysis 

There are total of 240 respondents for survey study. The respondents mainly are men. 

Moreover, Thai respondents who are drink beer in this study age range between  25-39 while 

the majority of  the respondents age range from 25-29. Meanwhile, there are similar number 

of respo ree. The majority 

income of respondents have  income level  ranges between 15001-35000 THB. 

4.2 Consumer behavior towards beer consumption 

Q1 Do you drink beer? 

Do you drink beer? Frequency Percentage 

Yes 240 100 

No 0 0 

Table 3  behavior on beer consumption 

Source : Own table 

The author sent out the questionnaires to people who normally consume beer; therefore, the 

result indicated that all of 240 respondents are beer consumers which are accounted for 

100%. 

Q2  What is your favorite beer brand? 

 Frequency Percentage 

Singha 60 24.3 

Chang 5 2.0 

Leo 39 16.2 

Hoegaarden 69 27.9 

Heineken 62 25.1 

Carlsberg 1 .4 

Asahi 1 .4 

Guinness 1 .4 

Federbrau 2 .8 
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              Table4: Questio  

Source : own table 

Q2 What is your favorite beer brand? 

The result indicated that the most favorite beer brands for the questionnaire respondents are 

Hoegaarden, Heineken and Singha. These three brands have similar percentages which are 

27.9, 25.1 and 24.3 percent respectively. The top two favorite brands are foreign beer while 

Thai beer (Singha) ranked the third. 

 

Q3 What is the factor that influence you the most when you purchasing beer? 

 Frequency Percent 

Taste 192 77.7 

Quality 10 4.0 

Image 3 1.2 

Promotion 2 .8 

Brand 5 2.0 

Availability 3 1.6 

Where the brand come from 21 8.5 

Where the brand is produced from 4 1.6 

Table 5 : Influenced factors of beer purchasing for questionnaire respondents 

Source : own table 
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Source: own table 

According to the table 6 ,Most of the interviewees prefer Heineken,while Hoegarrden, Singha 

and Leo beer have similar preference score. Meanwhile, There is only one out of five males 

who lack of knowledge in COO, whereas, there are three out of five females who do not have 

knowledge in COO.  Most of the interviewees concern on taste when choosing beer. Only a 

few people concern on price, Moreover, two of  female stated that they prefer buying beer 

suit with their lifestyle so that not only taste that can effets their buying decision but also 

packgace and image of beer can also influence them while they are purchasing for example, 

Heineken can build them into high class than drink local beer Meanwhile,One of female 

stated that not only  the taste is an important facter  but Promotion can influence them into 

impulse buying. On the other hand out of two male stated that out of tasted is an important 

factor but availably and COO are also is an important thing when they considered while 

purchasing beer by give a reason that if the taste is good but hard to find out they can change 

their mind in to brand that always available. 
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4.2.1 Country of origin effects  of consumer buying decision 

Q1. I prefer to drink foreign beer rather than Thai beer 

 

According to the table 7, 38.8 percents of the respondents agree that they prefer foreign beer 

rather than Thai beer. While only 9.5 percents disagree with the statement. There are quite a 

large number of respondents who neither agree nor disagree on the beer brand originated. 

However, the responses seem to lean towards neither agree nor disagree, agree and strongly 

agree. 

 

Table 7: Beer C O O preference behavior . 

 Source: Own Table 
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Table 8: C O O and beer consumption. 

 Source: Own Table 

In this section, the authors used descriptive statistic to help in reading information. With the 

average mean and standard deviation of each part, the authors used five scales of Likert scale 

in 

The five scales indicated that 1 = strongly disagree 5=strongly agree.  As showed in table 

below. 

The authors found that, according to table 8 the mean score of the state
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new beer, the country of origin is 

by 3.31 with the standard deviation of 1.079. As a result, the standard deviation is rather high 

while the mean is located around three (neither agree nor disagree). The authors conclude that 

CO  

In order to make an understandable statistic, the author separated the respondents into 

segmentations which are respondents who concern on COO while they are buying low 

involvement products and respondents who do not concern on COO while they are buying 

low involvement products. 

Segmentation 

Q1 the country of origin of beer is important for my buying decision ? 

 Gender  Total Age   Total 

 Male Female  25- 29 30 -34 35-39  

Stongly 

disagree 

N=10 

6.94% 

 

N=5 

5.20% 

N=15 

6.25% 

 

N=15 

13.16% 

N=5 

5.38% 

N=16 

48.48% 

N=36 

15% 

Disagree N=26 

18.05% 

N=29 

30.20% 

N=55 

22.91% 

 

N=19 

16.67% 

N=22 

23.66% 

N=3 

9.09% 

N=44 

18.33% 

 

Neither 

agree 

N=45 

31.25% 

N=42 

43.75% 

N=87 

36.25% 

N=37 

32.46% 

N=24 

25.80% 

N=3 

9.09% 

N=64 

26.67% 

Agree N=58 

40.28% 

N=17 

17.70% 

N=75 

31.25% 

N=40 

35.09% 

N=39 

41.94% 

N=8 

24.24% 

 

N=87 

36.25% 

Strongly 

agree 

N=5 

3.47% 

N=3 

3.13% 

N=8 

3.33% 

 

N=3 

2.63% 

N=3 

3.26% 

N=3 

9.09% 

N=9 

3.75% 

Total N=144 

100% 

N=96 

100% 

240 

100% 

N=114 

100% 

N=93 

100% 

N=33 

100% 

240 

100% 
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Table 9 Relationship in segmentation with country of origin  

Source: Own Table 

According to the segmentation result, it indicates that male respondents pay more attention to 

COO while purchasing beer than female respondents with accounted for 40.28% while 

female respondents accounted for 17.7% Meanwhile, respondents in the age range between 

25-29 years old and 30 -35 years old concern on COO when they buy beer. The results 

between these two age-segments are quite similar which are 35.09% and 41.94% (30-34 

years old). While the majority of respondents (48.48%) in age 39-39 years old do not concern 

on COO. The authors can conclude that, males mainly consider more on COO than females. 

In addition, the age group between 25-34 years old also concern on COO which is slightly 

less than those in the age group between 35-39 years old. 
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Q2  the country where beer are made from is important for my buying decision ? 

 Gender  Total Age   Total 

 Male Female  25- 29 30 -34 35-39  

Stongly 

disagree 

N=9 

6.25% 

N=4 

4.17% 

N=13 

5.42% 

N=10 

8.77% 

N=1 

1.08% 

N=3 

9.09% 

 

N=14 

5.83% 

Disagree N=29 

20.14% 

N=30 

31.25% 

N=59 

24.58% 

 

N=24 

21.05% 

N=26 

30.10% 

N=4 

12.12% 

N=54 

2.25% 

Neither 

agree 

N=47 

32.64% 

N=33 

34.38% 

N=80 

33.33% 

N=37 

32.46% 

N=61 

65.59% 

N=12 

36.36% 

N=110 

45.83% 

Agree N=51 

35.42% 

N=24 

25% 

N=75 

31.25% 

 

N=34 

29.83% 

N=4 

4.30% 

N=11 

33.33% 

N=49 

20.42% 

Strongly 

agree 

N=8 

5.56% 

N=5 

5.21% 

N=13 

5.42% 

 

N=9 

7.89% 

N=1 

1.08% 

 

N=3 

9.09% 

N=13 

5.42% 

Total N=144 

100% 

N=96 

100% 

240 

100% 

N=114 

100% 

N=93 

100% 

N=33 

100% 

240 

100% 

Table 10 relationship between segmentation and country where brand are made from 

Source: Own Table 

As the result indicated that, respondents in both genders thought that country where beers are 

produced from is not an important factor to consider while purchasing beer. The majority of 

both males and females feel neutral which are accounted for 32.64% and 34.38% 

respectively. Meanwhile, in age segmentation, respondents from range 25-29, 30-34 and 35-

39 have mostly given in the feeling of neither agree nor disagree about the importance of 

country where the beer is produced which are accounted for 32.46%, 65.59%,36.36% 

respectively. Lastly, the authors can conclude that, the country where the beer is produced 

has little effect on their purchasing decision in every segment group. 
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Q3  To make sure that I buy best quality , I always look to see where the beer comes 

from ? 

 

 Gender  Total Age   Total 

 Male Female  25- 29 30 -34 35-39  

Stongly 

disagree 

N=12 

8.34% 

N=5 

5.21% 

N=17 

7.08% 

N=14 

12.28% 

N=6 

6.45% 

N=3 

9.09% 

N=23 

9.58% 

 

Disagree N=30 

20.83% 

N=33 

34.38% 

 

N=63 

26.25% 

N=20 

17.54% 

N=29 

31.18% 

N=3 

9.09% 

N=52 

21.67% 

 

Neither 

agree 

N=42 

29.17% 

N=38 

39.58% 

N=80 

33.33% 

N=41 

35.96% 

N=19 

20.43% 

N=9 

27.27% 

N=69 

28.75% 

Agree N=56 

38.89% 

N=18 

18.75% 

N=74 

30.83% 

N=35 

30.70% 

N=36 

38.70% 

N=16 

48.48% 

N=87 

33.75% 

Strongly 

agree 

N=4 

2.78% 

N=2 

2.08% 

N=6 

2.5% 

 

N=4 

3.5% 

N=3 

3.23& 

N=2 

6.06% 

N=9 

3.75% 

Total N=144 

100% 

N=96 

100% 

240 

100% 

N=114 

100% 

N=93 

100% 

N=33 

100% 

240 

100% 

Table 11 .Relationship between Segmentation and consumer perception in C O O 

Source: Own Table 

According to the table 11 the authors found that male are looking for COO to ensure about 

the beer quality than females with accounted for 38.89% while females accounted only 

18.75%. Meanwhile, the scores from every age group are quite similar which they consider 

on COO while they are want to guarantee the quality with average result 30.70,38.70% and 

48.48% respectively. 
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Q4  when I buy a new beer ,  the country of origin is the first thing that I consider? 

 Gender  Total Age   Total 

 Male Female  25- 29 30 -34 35-39  

Stongly 

disagree 

N=11 

7.64% 

N=5 

5.2% 

16 

6.67% 

N=10 

8.77% 

N=5 

5.38% 

N=2 

6.06% 

17 

7.08% 

Disagree N=30 

20.84% 

N=19 

19.79% 

49 

20.42% 

 

N=24 

21.05% 

N=16 

17.20% 

N=4 

12.12% 

44 

18.33% 

 

Neither 

agree 

N=21 

14.58% 

N=51 

53.12% 

72 

30% 

N=25 

21.93 

N=9 

9.68% 

N=3 

9.09% 

3715.42 

Agree N=68 

47.22% 

N=19 

19.79% 

87 

36.25% 

N=47 

41.23% 

N=59 

63.44% 

N=22 

66.66% 

128 

5.33% 

Strongly 

agree 

N=14 

1.17% 

N=2 

2.08% 

16 

6.67% 

 

N=8 

7.01% 

N=4 

4.3% 

N=2 

6.06% 

14 

5.83% 

Total N=144 

100% 

N=96 

100% 

240 

100% 

N=114 

100% 

N=93 

100% 

N=33 

100% 

240 

100% 

                    Table 12 Relationship between segmentation and C O O 

Source: Own Table 

The authors found that the majority of male respondents take attention on COO when they 

purchase beer product or brand for the first time accounted for 47.22% Whereas, most of the 

female respondents (19.79 ) do not consider much on COO for the first-time purchase. Most 

respondents in every age group agree that they concern on COO for the first time that they 

purchase beer products or brands. As a result, the authors can indicated that male respondents 

usually use COO as a cue when selecting new beer products or brands. In addition, most of 

the respondents from every age group also agree that they consider COO in a first time of 

purchase. 
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Sub segmentation in group  

Although the author shows the results in sub segmentation but on the other hand, the results 

are quite similar. Thus, it is still interesting to find out deeper on particular group in sub 

segmentation for example, what are the different attitude and perception between gender and 

age group toward factors that choosing a beer and what are the different attitude and 

perception between different gender and education towards COO. 

The different attitude and perception between gender and age group towards factor while 

choosing beer. 

 

Gender 

 

Male 

   

Female 

  

Age 25-29 30-34 35-39 25-29 30-34 

 

35-39 

Taste N=40 

70.18% 

N=50 

83.33% 

 

N=13 

72.22% 

N=36 

62.07% 

N=20 

80% 

N=8 

66.67% 

Quality N=1 

1.75% 

N=1 

1.67% 

N=1 

5.56% 

N=2 

3.45% 

N=1 

4% 

 

N=2 

16.67% 

Price N=2 

3.51% 

 

N=0 

0% 

N=1 

5.56% 

N=0 

0% 

 

N=1 

4% 

N=0 

0 

Image N=1 

1.75% 

N=2 

3.33% 

N=1 

5.56% 

N=10 

17.24% 

N=2 

8% 

N=2 

16.67% 

Promotion N=0 

0% 

N=0 

0% 

N=0 

0% 

N=1 

1.72% 

N=0 

0% 

N=0 

0 

Brand N=1 

1.75% 

N=1 

1.67% 

N=0 

0% 

 

N=3 

5.17% 

N=0 

0% 

N=0 

Avalibility N=1 

1.75% 

N=1 

1.67% 

N=0 

0% 

N=2 

3.45% 

N=0 

0% 

N=0 
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Where the 

brand come 

from 

N=10 

17.54% 

N=5 

8.33% 

N=2 

11.11% 

N=4 

6.9% 

N=1 

4% 

N=1 

8.33% 

Where the 

brand is         

produce 

from 

N=1 

100% 

N=0 

0% 

N=0 

0% 

N=1 

1.67% 

N=0 

0% 

N=0 

0 

Total N=57 

100% 

N=60 

100% 

N=18 

100% 

N=58 

100% 

N=25 

100% 

N=12 

100% 

 

Table 13: The different between gender and age group towards  

factor when buying   beer 

Source: Own Table 

 According to the results of sub segmentation group, the authors found that there are 

differences in attitude and perception between gender and in age groups. Men are consider in 

COO while purchasing beer more than women with accounting for 17.54% 8.33% and 

11.11% respectively. Moreover, men ages between 25-29 years old are the majority in age 

group who concern in COO when purchasing beer. On the other hand, women interested in 

COO when purchasing beer can be accounted only 6.9%, 4% and 8.33% respectively 

Meanwhile, the majority in women who concern in COO is the age  between 35-39 with 

accounted for 8.33%. Furthermore, the results shown that women concern in their images 

more than men with accounted for 17.24%,8%,16.67% respectively. 
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The country of origin is important for my buying decision? 

 

              Table 14 : The relationship between Gender education and C O O 

Source: Own Table 

 

According to the results, the authors found that education level is an important demographic 

to measure who are the important in group for purchasing beer. In table 17 shows that Master 

 

Gender 

 

Male 

    

Female 

   

 High 

School  Degree 

Ma

Degree 

Phd High 

School Degree 

Master 

Degree 

Phd 

Stongly 

disagree 

N=0 

0% 

N=4 

6.15% 

 

 

N=5 

6.94% 

 

N=1 

33.33% 

N=0 

0% 

 

N=2 

4.35% 

N=3 

6.12% 

N=0 

0% 

Disagree N=0 

0% 

N=12 

18.46% 

N=13 

18.06% 

 

N=1 

33.33% 

 

N=0 

0% 

N=10 

21.74% 

N=27 

55.1% 

N=1 

100% 

Neither 

agree 

N=2 

66.67% 

 

 

N=24 

36.92% 

N=18 

25% 

N=1 

33.33% 

N=1 

100% 

N=17 

36.96% 

N=10 

20.41% 

N=0 

0% 

  agree N=1 

33.33% 

N=21 

32.31% 

 

N=35 

48.61% 

N=0 

0% 

N=0 

0% 

N=15 

32.61% 

N=8 

16.33% 

N=0 

0% 

Strongly 

agree 

N=0 

0% 

N=4 

6.15% 

N=1 

1.33% 

 

N=0 

0% 

N=0 

0% 

 

N=2 

4.35% 

 

 

N=1 

2.04% 

N=0 

0% 
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degrees especially for male is the majority in education who considers in COO when 

purchasing beer.  On the other hand, there are some differences between genders. In male, 

most of all education agrees that COO is an important factor when making decision while 

purchasing beer, but most of female disagree and did not consider COO is important, for 

example, in Master degree group, there are around 55% that think COO is not important. 

Interview Results 

Response from interviewee 

According to interview with ten interviewees, the author found that seven of the interviewees 

concern on COO while they are purchasing beer. On the other hand, three of the respondents 

do not concern much on COO moreover.  2 respondents said th

they came to Sweden we did not know what is a good beer brand.  So that, we decided to 

he think that the COO of origin is important when they lack of knowledge through a product 

but when they have a knowledge other cue will effect in their buying decision than COO. 

 

Consumer behavior towards beer consumption analysis 

In relation with consumer behavior towards beer, the respondents mostly prefer foreign beer 

than local beer. The results indicate that the most popular beer brands are Hoegaarden, 

Heineken and Singha. As the result of consumer preference in beer, it shows that Thai people 

do not have ethnocentrism in a product. Meanwhile, income seems to affect their choice of 

beer since respondents with lower income tend to drink local beer which is cheaper. 

Moreover, in term of the factor that influence people while purchasing beer, more than half of 

the respondents in both genders mostly concern in the taste. Thus, other cues tend to have a 

less effect such as promotion, availability, COO or brand image. On the other hand, there are 

some respondents who concern in COO and some people who do not concern COO as an 

important factor when selecting beer. For example, in table 13 shows men are considered in 

COO when purchasing beer in age between 25-29 years old. Meanwhile, the women slightly 

does not consider in COO when purchasing beer but they consider more in image and 

package instead and they consider in COO when the age between 35-39 years old. From the 

interview women do not have much knowledge in COO  but they concern in the way other 

people looking at them rather than concern about where the beer are made from. Moreover, 
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education of the consumers is an important factor while choosing beer. According to the table 

14 , the results shows that consumers who think of COO while purchasing beer is Master 

degree, accounted for 48.61% because the higher education has more knowledge in country 

that provided the best beer. So it can help them trust in COO when they are purchasing beer. 

Moreover, the 

decision is because they are low involvement product so that the extrinsic cue is not 

important than intensic cue Moreover, Zeithaml (1998) stated that intrinsic cue is an 

important factor used in product evaluation on low involvement products. Consequently, they 

use other motivations which are taste and design to evaluate product rather than COO. This 

factor can affect in their buying decision in a process in term of evaluating and selecting a 

product. Moreover, the difference of beer consuming and evaluating can affect the perception 

of taste, quality and price. Meanwhile, from the table12 most of the respondents admit that 

they use COO as the first cue to consider when buying a new product. Additionally, some of 

the interviewees informed that when they buy a bottle of beer for the first time, COO is an 

important cue when making a purchasing decision. However, when they have tasted and 

experienced many brands, COO is a less important cue comparing with other cues such as 

during the first time of purchasing but when the consumers have more knowledge about the 

brand and product, such as taste and price which are more important to consider. Since COO 

quality and reliability. It can leads to their purchasing intention. As Lampert and Jeffe (1997) 

buying intention.  

4.3 Consumers perception and attitude towards local and foreign beer brands 

4.3.1 Answer from interviewees 

According to the interview result, the respondents have positive attitude on German, 

Netherland and Belgium beer. They also added that Belgium is the country that is more 

unique in beer producing and taste than other countries. There are special beer favors such as 

fruit beer produced in Belgium. Furthermore, the result from the interview presented that the 

respondents have negative attitude towards Singapore beer. Because of the country is not well 

known in term of beer production while well know other aspects instead Meanwhile, One 
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respondents said that Tiger beer which come from Singapore is bad tasted so that, they 

perceive that Singapore are not country that can providing  a good beer.  Moreover, 10 of 

respondent are also think that local beer have a standard price if compare to its quality. 

Because of local beer brand is cheaper than foreign beer while the beer from both local and 

foreign are suitable with their quality additionally, Ten of respondents thought that local beer 

is different from foreign beer in term of taste, quality and price. One of the interviewees 

 and concentrate taste than foreign 

attitude with German beer in term of 

quality. One of the respondents stated that Germany has a worldwide reputation in term of 

beer production. As a result, he thinks that this country certainly provides good quality beer 

with excellent. Moreover, accordin

Germany beer brewing industry. She saw the process of beer production; hence, she 

perceives that Germany definitely provides superior beer. Meanwhile, another interviewee 

has visited Heineken brewing industry in Netherlands, he also have positive attitude toward 

the brand.  

4.3. 2 Consumer attitude towards local and foreign beer 

In this section, the authors used the descriptive statistic to help in reading information. With 

the average mean and standard deviation of each part, the authors used five scale of Likert 

scale The five scale indicated that 1 = strongly disagree,2 = disagree, 3 = neither agreenor 

each cou
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 Q1.  I think beer originate from different country have different taste and quality  

 Frequency Percent 

Strongly disagree   2  .8 

Disagree   3  1.2 

Neither agree   9  3.7 

Agree  147 60.7 

Strongly agree  79 33.2 

  240 99.2 

Table 15 : consumer perception towards local beer and foreign beer 

Source: Own Table 

The authors found that most of the respondents agree that beer from different country has 

different quality and taste with the indicated by 60.7 % while they disagree only 1.2%  

Moreover, according to the interview from 10 respondents they also answered that local beer 

is different from foreign beers by 1 of respondents answered that local beer has a stronger 

taste than foreign beer while a foreign beer is better at odors than local beers. Furthermore, In 

this section The authors 

domestic and local beers which can measure from three variable which are taste, price, and 

quality. 

Taste and C O O  

 German Netherland  Belgium Japan Thailand U . K Singapore U .S.A 

Very bad 0% .4% 0% 4.1% .8% .8% 12.0% 1.2% 

Bad 2.1% 1.2% 1.2% 19.8% 3.3% 4.5% 53.7% 4.5% 

Neutral 12.8% 33.1% 29.6% 36.4% 27.5% 40.1% 21.9% 43.8% 

Good 49.6% 44.2% 38.3% 31.4% 50.5% 42.1% 11.2% 39.3% 

Very good 34.7% 20.2% 30.4% 7.% 8.3% 11.6% .4% 10.3% 

Table 16 :  Consumer perception and attitude in each of country (Taste) 

Source: Own Table 

In term of taste, the result shows that most of the respondents have positive perception and 

attitude toward Thailand, German, Netherland, and Belgium beer Indicated by 50.5 %, 49.6% 
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,44.2% and 38.3% respectively Meanwhile, according to interview result, the respondents 

also have positive attitude in German, Netherland and Belgium beer. They also added that 

Belgium is the country that has more unique in beer than other country. It has special beer 

favor such as fruit beer. Furthermore, the answer from both questionnaire and interview 

presents that the respondents have negative attitude towards Singapore beer with the result 

53.7% 

Price and C O O 

 German Netherland  Belgium Japan Thailand U . K Singapore U .S.A 

Very bad .8% .8% 2.1% 2.9% .4% 1.7% 4.1% 1.7% 

Bad 14.0% 9.9% 12.0% 14.9% 1.2% 13.6% 22.8% 12.4% 

Neutral 39.7% 49.2% 45.0% 55.4% 28.9% 49.2% 40.7% 50.8% 

Good 30.0% 29.8% 32.6% 24.0% 38.4% 29.3% 29.9% 31.4% 

Very good 14.7% 9.5% 7.4% 2.1% 30.2% 5.4% 1.7% 2.9% 

       Table 17 :  Consumer perception and attitude in each of country (Price) 

Source: Own Table 

 In term of price, the authors found that most of the respondents have a good perception 

towards local beer price by the results of 38.4%. Moreover, according to interview with 10 

respondents, one of interviewees indicated that local beer is cheaper and more reasonable 

price if compare with the quality and taste. 
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Quality and C O O 

 German Netherland  Belgium Japan Thailand U . K Singapore U .S.A 

Very bad 0% 0% 0% 4.5% 1.2% 0% 9.9% 1.7% 

Bad .1% .4% 1.7% 16.9% 2.1% 3.3% 58.3% 2.9% 

Neutral 14.8% 36.4% 32.2% 40.5% 40.9% 43.8% 19.8% 45.0% 

Good 62.0% 52.1% 49.2% 32.6% 50.4% 46.7% 10.7% 47.5% 

Very good 22.3% 10.3% 16.1% 4.5% 4.5% 5.4% .4% 2.1% 

     Table 18 :  Consumer perception and attitude in each of country (Quality).  

Source: Own Table 

In term of quality, the result has shown that most respondents have positive attitude in 

German, Netherland, Thailand and Belgium beer brand with the average percentage 62.0%, 

52.1% 50.4% and 49.2% respectively. On the other hand, the respondents have negative 

attitude and perception towards Singapore beer with the results shows 58.3%  

4.3.5 Attitude and Perception of Thai consumers towards foreign beer consumption 

According to theoretical framework, Hoyer and Malclnnis (2007), stated that perception is 

occurred when consumers evaluated in five senses which are vision, hearing, taste, smelling 

and touch. According to results above, some of the respondents have seen production unit in 

German. Therefore, the respondents have stereotype towards three countries which are 

German, Netherland and Belgium. They perceived that beer for these three countries have 

high quality and good taste. Due to the reason that all of those three countries are well known 

in beer production, while Singapore beer seems to be untrustworthy since this country is not 

popular in term of beer production but instead it is well-known in other aspects. Accordingly, 

the authors conclude that COO is an important cue to present the image which leads to 

perceive product attribute. This difference of attitudes and perception might affect consumers 

buying decision due to the difference in personal as well as social background  and consumer 

evaluation process. 
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5. Conclusion 

This chapter summarized of the research results. In addition, it presented the contribution and 

the future research. 

Authors results were based on the research questions selected for the study; 

 

D

purchasing?.  What are the consumer attitudes towards foreign beer?  

 

After the interpretation of the data was statistically analyzed the results depict small impact 

on COO regarding beer consumers and purchasing decision.  Although, theories founded 

suggested that COO acts as an important cue when consumers are experiencing the product 

for the first time and have little or no experience with the product.   

 

Regarding to post purchase activities, consumers with more experiences and knowledge, taste 

and price results depicted  people are characterized to 

have lack of ethnocentrism.  Respondents showed their attitudes to prefer foreign beer brand 

over the local beer brands whose favorite beer brand selected were Hoegaarden, Heineken 

and Singha.  In addition, the results portrayed that international brands are considered the top 

preferred followed by Thai brand as the third rank. Moreover, beer originated from different 

country has different taste and quality. It can effect to the product evaluation and buying 

decision.  

 

According to gender variables, male respondents seems to concern on COO more than female 

thus, male respondent also tend to consider on COO when purchasing a product for the first 

time, while female were likely to look for exterior image. Also, male believes that COO is 

one of the many cues that represent the quality of product. Meanwhile, In age variables for 

men the majority of age who concern in COO is the age between 25-29 years but for a 

women, majority of those who concern in COO is age between 35-39 years old. Moreover, In 

term of education the results sh the majority who concern in COO 

when purchasing beer. 
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The respondents from both genders do not concern about the country of production much.  

Also, Age variables results portrayed no affect in the respondents purchasing decision in 

accordance with COO.  Thus, male respondents also tend to consider on COO when 

purchasing a product for the first time, while females were likely to look for exterior image. 

Males believe that COO is one of the many cues that represent the quality of the product.  

 

Last but not least, people not only use COO as a cue when selecting high-involvement 

products but also this study showed effects on low-involvement products  such as beer even 

though the effects are lower than high-involvement products.  Moreover, other cues such as 

can affect perception of consumers.  

 

Results based on perception and attitude, Thai respondents showed that German, Netherlands 

and Belgium perception has higher quality and good taste since these countries have high 

reputation in beer producing.  Hence, consumers might also have high expectation towards 

beer from these countries.  In contrast, Thai respondents expressed negative attitude towards 

beer from Singapore as this country is well-known in technology production and other 

aspects rather than brewing beer. People assume that beer from this country has low quality 

as well as neutral or bad taste.  

 

5.1 Contribution to practice 

The result of this research can be beneficial to marketers in beer industry. The marketers 

should promote the country of origin which consumers have positive perception and attitude 

such as Germany, Netherland and Belgium. On the other hand, the countries which 

consumers have negative attitude on beer such as Singapore. Their marketers should use price 

and promotion as a promotional tool for example using pricing strategy or promotion 

campaign instead of promote where is beer brand from. Since male put more concern on 

COO than females while females usually look for livelier packaging, creative marketers 

should use this opportunity to promote COO of the beer for men-targeted products. At the 

same time, attractive packaging should be obtained for the women-targeted products. 
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5.2 Further studies 

This research focused on Thai people who were between 25-39 years, therefore conducting a 

bigger sample size will conduce to closely results depicting Thai population. For further 

study, as this research focus on COO which are the countries of brand from, then future 

research could also explore how the country of manufacture of beer affect beer consumer 

buying decision. Furthermore, study on country of manufacture could bring valuable 

outcomes for the beer producers to consider and buy the licenses to produce beer in the 

country which has positive image for consumers. 
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Appendix 1 

Questionnaire form 

This research is a part of master thesis project of International Marketing program at the 

Mälardalen University. This questionnaire is aimed to use for study about the perception of 

Thai people toward . Please be confident that all of your answers will be treated in the strict 

confidence and used only for academic purpose. 

 

Please mark  in front of the item of your choice 

Part 1: Beer consumption Behavior 

1.1. Do you drink beer? 

            

1.2. How often do you drink beer? 

  

   

 

1.3. Which brand do you normally buy? 

              

       

           

    

 

   

      erg 

           

    

 

1.5. What is the factor that influence you the most when you purchasing  beer ? 
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Part2: A ttitude toward beer 

Please read each of the statements below and indicate (/) your level of agreement or 

disagreement: 

5 = Strongly agree, 4 = Agree, 3 = Not sure, 2 = Disagree, 1 = Strongly disagree 

 

 Strongly 

Disagree 

Disagree Neither 

Agree Nor 

Disagree 

Agree Strongly 

Agree 

I Think beer originate 

from different country 

have different taste and 

quality 

     

I prefer to drink foreign 

beer rather than Thai 

beer 

     

The country of origin of 

beer is important for my 

buying decision. 

     

The country where beers 

are made from is 

important for my buying 

decision. 

     

To make sure that I 

buy the best quality , I 

look to see where the 

beer comes from make 

sure that I buy 

 

     

The country of origin is 

important when deciding 

which beer to purchase 

     

When I buy a new beer,      
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the country of origin is 

the first thing that I 

consider 

 

2.2 How do you perceive taste, price and quality of the beer from the following countries? 

German Very bad bad neutral Good Very 

good 

-Taste      

-Quality      

-Price      

 

Netherlands 

 

Very bad Bad Neutral Good Very 

good 

-Taste      

-Quality      

-Price      

 

Belgium Very bad Bad Neutral Good Very 

good 

-Taste      

-Quality      

-Price      

 

Japan Very bad Bad Neutral Good Very 

good 

-Taste      

-Quality      

-Price      
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Thailand Very bad bad Neutral Good Very 

good 

-Taste      

-Quality      

-Price      

 

UK Very bad Bad Neutral Good Very 

good 

-Taste      

-Quality      

-Price      

 

 

 

  

Singapore Very bad Bad Neutral Good Very 

good 

-Taste      

-Quality      

-Price      

U.S.A Very bad Bad neutral Good Very 

good 

-Taste      

-Quality      

-Price      
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2.2 How do you perceive taste, price  

Federbrau Very bad Bad Neutral Good Very 

good 

-Taste      

-Quality      

-Price      

 

Heineiken Very bad Bad Neutral Good Very 

good 

-Taste      

-Quality      

-Price      

 

Horgaarden Very bad Bad Neutral Good Very 

good 

-Taste      

-Quality      

-Price      

 

Asahi Very bad Bad Neutral Good Very 

good 

-Taste      

-Quality      

-Price      

 

Singha Very bad Bad Neutral Good Very 

good 

-Taste      

-Quality      

-Price      
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Guinness Very bad Bad Neutral Good Very 

good 

-Taste      

-Quality      

-Price      

 

Tiger Very bad Bad Neutral Good Very 

good 

-Taste      

-Quality      

-Price      

 

Budweiser Very bad Bad Neutral Good Very 

good 

-Taste      

-Quality      

-Price      

 

 

Part 3 : Demographic Information 

3.1 Gender 

      emale 

3.2 Age 

-29  year old                                      -34  year old 

-39 year old -45 year old 

 

3.3 Personal income 

             -25000 Baht 

1- 35000 Baht           -45000 Bath 
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3.4 Education 

       degree 
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Appendix 2 

Interview questions 

The questions are divided into four parts which are as follows; 

Part 1 Demographic 

This type of question aims to explore the background of the participants briefly. Moreover, 

some of information can be use in analyzed parts for example the participant who has more 

income may drink more foreign beer and has more knowledge about it. 

What is your name? 

How old are you? 

How much your monthly income? 

What is your highest education? 

Part 2 Behavior 

The questions in the behavior part aim to explore the beer consumption of participants as well 

as some of the questions are the general information about their behavior. 

How often do you drink Beer? 

How much you spend for beer per month? 

What is your favorite beer brand? Why do you like this brand? 

Do you know where those beers come from? 

What are the factors that you consider when you choosing beer? 

What is the first factor that you consider? 

Do you think COO influence  
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Part 3 Perception 

The questions in this part aim to explore the perception about foreign beer and also COO of 

beer. What do the participants think about beer from different country? Moreover, it can help 

to know the partici  

In your opinion, is it different between local beer and foreign beer? 

What do you think about foreign beer taste? 

What country that you think they provide the best beer? 

In your opinion, what do you think about the Netherland beer in quality, price and taste? 

In your opinion, what do you think about the German beer in quality, price and taste? 

In your opinion, what do you think about the Belgium beer in quality, price and taste? 

In your opinion, what do you think about the Singapore beer in quality, price and taste? 

In your opinion, what do you think about the U.K beer in quality, price and taste? 

In your opinion, what do you think about the U.S.A beer in quality, price and taste? 

In your opinion, what do you think about the Thailand beer in quality, price and taste?\ 

In your opinion, what do you think about the Japan beer in quality, price and taste? 

 

Do you know where Heineiken beer comes from? 

Do you know where Federbrau beer comes from? 

Do you know where Horgaarden beer comes from? 

Do you know where Tiger beer comes from? 

Do you know where Guinness beer comes from? 

Do you know where Budweiser beer comes from? 

Do you know where Singha beer comes from? 

Do you know where Japan beer comes from? 

 

 


